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利润分布图，结合 A 公司现有营销策略和产品结构，探讨了 A公司未来可重点关注






























Xiamen Company A, a subsidiary of SA Group, has been marketing polypropylene 
products since 2013. This is the first project for SA to involve chemicals business, through the 
operation the company hopes to gain chemicals experience, expand SA’s brand recognition in 
the chemicals market and set guidelines for implement of SA group’s strategy, to become 
“world’s leading integrated energy and chemicals company by 2020”. After more than four 
years of market development, Company A has obtained some experience in chemicals 
business, and its products have gained high reputation and market position in domestic market. 
In the meantime, the blooming domestic polypropylene capacity made the domestic 
polypropylene market competition more and more competitive. Under the increasing 
competitive environment, how to gain greater competitive advantages in the market and how 
to accumulate customer bases for the subsequent under-construction projects become a major 
issue for Company A. 
The paper started with analysis of global and domestic polypropylene markets, with 
help of Michael Potter's Five Forces Model analyzed domestic polypropylene market, and 
draw Segmentation Map and product profit pools using the data from statistical yearbook 
and customers’ interviews. Afterwards combined Company A’s current marketing strategy 
and current product portfolios, the paper discussed possible segmentation markets and 
territories which may be suitable for Company A. Then, combined The Marketing Theory 
of 4Ps and 4Cs, market segmentation theory and pricing strategy the paper found out 
workable marketing strategies for Company A. 
Through the analysis, this paper found out Company A should focus on the 
development South and East China markets besides focusing on Fujian market as both 
East and South markets have huge volume and plenty of the high-end convertors. The 
paper also proposed to promote differentiated product portfolios to create economic values 
and competitive advantages using differentiation strategy. In short term, the paper suggests 
company to produce more homopolymer injection grades, BOPP film grades and low 
MFR impact copolymers. In the medium to long term, the paper suggests Company A to 
produce fiber grade and high MFR impact copolymer as both grades are high-value and 
have huge consumption. And value-based strategic pricing management should be adopted 
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This paper includes seven chapters: Chapter One, Introduction; Chapter Two, The 
Related Theories, briefly described the related marketing and strategy theories, Michael 
Potter's Five Forces Model and Segmentation theory; Chapter Three, Polypropylene 
Introduction and Current Status, briefly introduced Polypropylene and its application, 
analyzed the global and domestic Polypropylene status; Chapter Four, Domestic 
Polypropylene Market Analysis, with help of Michael Potter's Five Forces Model, 
Segmentation Map and product profit pools the paper analyzed the domestic 
polypropylene segmented markets; Chapter Five, Current Marketing Strategies in 
Company A, introduced current marketing strategy and deficiencies; Chapter Six, 
Marketing Strategy Proposal and Countermeasures, gave workable proposals and 
countermeasures; Chapter Seven, Conclusions. 













目  录 
V 
目  录 
第一章  概述 ............................................ 1
第一节 研究的背景与目的 ....................................... 1 
第二节 研究方法与论文结构 ..................................... 2 
第二章  相关理论及工具概述 .............................. 4
第一节 相关理论概述 ........................................... 4 
一、企业战略理论 ......................................................................................... 4 
二、市场营销理论 ......................................................................................... 4 
第二节 研究工具和模型介绍 ..................................... 7 
一、波特五力模型 ......................................................................................... 7 
二、市场细分理论 ......................................................................................... 7 
第三章  聚丙烯产品及其市场经济特色 ...................... 9
第一节 聚丙烯产品及应用领域.................................... 9 
第二节 全球聚丙烯市场的发展与现状 ............................. 11 
一、全球聚丙烯产业格局变化 ................................................................... 11 
（一）产能增长迅速 ................................................................................... 11 
（二）产业布局东移 ................................................................................... 11 
（三）较高增速持续增长 ........................................................................... 12 
二、全球聚丙烯需求结构稳定 ................................................................... 14 
第三节 中国聚丙烯市场的发展与现状 ............................. 15 
一、聚丙烯供应格局 ................................................................................... 16 
（一）产能增长迅速，产能增速大于需求增速 ....................................... 16 
（二）新兴产能比例逐步增加 ................................................................... 17 
（三）西北地区产能继续增加 ................................................................... 20 
（四）产品结构性过剩 ............................................................................... 20 
（五）产能与消费地的区域性 ................................................................... 21 
三、聚丙烯多种流通方式并存 ................................................................... 22 














 - VI - 
（一）下游产品由出口转内销为主 ........................................................... 24 
（二）需求结构与全球有所不同 ............................................................... 24 
（三）下游加工利润变薄 ........................................................................... 25 
第四章  国内聚丙烯市场的分析 ........................... 27
第一节 五力模型分析 .......................................... 27 
一、供应商的议价能力 ............................................................................... 27 
二、购买方的议价能力 ............................................................................... 28 
三、现有企业间的竞争 ............................................................................... 29 
四、潜在进入者的威胁 ............................................................................... 32 
五、替代品的威胁 ....................................................................................... 34 
第二节 聚丙烯市场地图 ........................................ 34 
一、拉丝市场 ............................................................................................... 35 
二、均聚注塑市场 ....................................................................................... 36 
三、共聚注塑市场 ....................................................................................... 36 
四、薄膜市场 ............................................................................................... 37 
五、纤维市场 ............................................................................................... 37 
六、管材市场 ............................................................................................... 38 
第三节 聚丙烯产品利润分布 .................................... 38 
第五章  厦门 A公司聚丙烯营销策略现状 ................... 41
第一节 厦门 A 公司的发展及现状 ................................ 41 
一、厦门 A 公司的发展历程 ....................................................................... 41 
二、厦门 A 公司的现状 ............................................................................... 41 
第二节 厦门 A 公司当前聚丙烯的营销策略 ........................ 43 
第三节 当前营销策略的问题分析 ................................. 45 
第六章  市场营销策略的建议与实施的保障措施 ............. 48
第一节 产品策略 .............................................. 48 
一、目标细分市场的选择 ........................................................................... 48 
二、目标市场区域的选择 ........................................................................... 49 
三、产品的选择 ........................................................................................... 49 













目  录 
VII 
第三节 定价策略 .............................................. 55 
第四节 促销策略 .............................................. 59 
第五节 营销策略的保障措施 .................................... 59 
第七章  结论和总结 ..................................... 61
参考文献 ............................................... 63
















Chapter One Introduction ···················································· 1 
Session 1 Research Background and Significance ···································· 1 
Session 2 Research Methods and Framework ········································· 2 
Chapter Two Related Theories and Models ······························· 4 
Session 1 Related Theories ································································ 4 
Session 2 Research Tools and Models ··················································· 7 
Chapter Three Polypropylene Introduction and Current Status ····· 9 
Session 1 Polypropylene Introduction and Its Application ························· 9 
Session 2 Global Polypropylene Status ················································ 11 
Session 3 Domestic Polypropylene Status ············································ 15 
Chapter Four Domestic Polypropylene Market Analysis ············ 27 
Session 1 Analysis Using Five Forces Model ········································· 27 
Session 2 Polypropylene Market Segment Map ···································· 34 
Session 3 Polypropylene Grades Profit Pools ······································· 38 
Chapter Five Current Marketing Strategies in Company A ········· 41 
Session 1 Milestones and Current Status of Company A ························· 41 
Session 2 Current Marketing Strategy in Company A ···························· 43 
Session 3 Deficiencies of Current Marketing Strategy ···························· 45 
Chapter Six Marketing Strategies Proposal and Countermeasures 48 
Session 1 Product Strategy Proposals ················································· 48 
Session 2 Place Strategy Proposals ···················································· 53 
Session 3 Price Strategy Proposals ···················································· 55 
Session 4 Promotion Strategy Proposals ············································· 59 
Session 5 Guarantee Countermeasures for Marketing Strategy Proposals ··· 59 
Chapter Seven Conclusions················································· 61 
References ······································································ 63 













第一章  概述 
- 1 - 
第一章  概述 
第一节 研究的背景与目的 
SA 公司是厦门 A 公司的母公司。SA 公司是全世界最大的石油公司，全球原油
市场的十分之一、中国市场约六分之一的原油来自 SA 公司。SA 投资和运营在福建
泉州的大型一体化炼化企业-----福建联合石油化工有限公司，其中 SA 公司占 25％的
份额。厦门 A公司从 2013年开始负责销售福建联合石油化工有限公司所生产的 25％
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结构性过剩、竞争的加剧、价格波动得更敏感以及产品升级，为当前聚丙烯市
场的关键词。








加敏感，导致厦门 A 公司现有的营销策略已经无法让 A公司在行业内继续保持竞争
优势，再加上 A 公司是 SA 总公司重点发展非原油业务的先头部队，因此对现有的
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随着企业在产品、价格和促销等手段相互模仿，在营销实践过程中越来越难以起到
好的效果。随着市场竞争的日趋激烈，以传统的 4P 理论来指导企业营销实践已越来
越受到挑战。到 20世纪 80年代，美国营销大师劳特朋对 4P存在的缺陷提出了修正，
也就是 4C 营销理论。 
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